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Staff Retention 
By Colin Taylor 

In last month‟s issue we looked at agent attrition and turnover in your call or contact center and specifically the impacts on your costs, 

budget, morale and performance. In this issue we examine the impact that your „front-line‟ managers and supervisors play in helping 

you control and manage your turnover or conversely the damage that they can inflict upon the agents that can drive up your attrition or 

turnover. 

 

Your front line supervisors, your team leaders are who your agents take direction from, gain motivation from and who they look to for 

guidance. These are the coaches that will help agents excel...or be the largest single source and focus for dissatisfaction.  As in sports 

where a good coach can make average players excel and bad coach can take great talent and achieve mediocrity. So let‟s take a closer 

look at your team leaders and their role in improving your agent retention. First I will review the challenges with being promoted or 

hired into a supervisory role, and then revisit the critical importance of consistency in all activities. We will also provide guidance and 

advice on how to train your supervisors to interact more effectively with their staff and finally wrap up with a discussion of 

Leadership, Leadership styles and what has been proven to work well in contact centers.  

 

The New Hire Paradigm 

 

Where do your Team Leaders come from? In the majority of organizations Team Leaders are promoted from the ranks of agents. I 

will use the terms “Team Leader” and “Supervisor” interchangeably because what is a “Team Leader” in one center can be a 

Supervisor in another and vice a versa. Promoting from within your agent ranks is not always the best approach. There is little to 

support the idea of a good agent automatically being a good team leader. This is the mistake many organizations make in their sales 

management roles...they often promote their best sales reps to sales management, often with disappointing results. The job 

descriptions for agent and Supervisors will, or should show different skill sets and attributes, so why do we assume that if you are 

good at interacting with customers that  you will good at leading a team of people who do so? 

 

The answer is part that we often have blinders on, we only see those around us in the center, we know that it is much easier to move 

someone internally than to look outside. We also know who the stars are in the center, of course this is based on the role they are in 

...agents and not the role we are considering them for: leaders. But unless we acknowledge that this is a different role with different 

skill/competency requirements, we are blind to our average agents who may in fact possess a significantly better „fit‟ to the new role 

skills/comps and have a much greater chance for success. Skills and competencies are not just for agents, but should be developed for 

every role in your center- Supervisor, Analyst, Quality Assurance, scheduler etc. Some specific skills we may seek for a Supervisor 

which we did not seek for our agents could include: mentoring, coaching, gregarious, extroverted, mathematical competency,  superior 

interpersonal skills, superior empathy, patience, understanding and listening skills to name a few.  

 

I have heard that call centers operate as ancient sailing ships...your agents are either the galley salves rowing to a beat of the drum 

maintained by the Supervisor or they are Viking oarsman, rowing to the best of their ability steered and guided by their Supervisor.  

Which would you prefer your center was, A galley or a Viking longboat? 
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Once you have developed the list of skills and competencies desired you need to develop ways and means of testing for these 

competencies and proficiencies.  An unproven claim of skills, competencies or proficiencies proves little to anyone. With these tools 

(skills and comps and assessments) you are now equipped to select you new Supervisor objectively. 

 

As we cited earlier less than 20% of organizations provide any training to their Supervisors. But it gets worse; in most centers the 

Supervisor then also gets burdened with paperwork. When do they find time to do their job? Without training people in any position 

will „wing it‟ and guess how to do their job. This is not a good plan. Hope is not a Strategy! 

 

So what training does a Supervisor require? Well if you have selected them from your agent ranks they should already be proficient 

and at least competent, regarding the company, your products, services, and the call center and agent roles and should be familiar with 

the process, policies and procedures. In this case there is usually two glaring holes in their skill sets; 1- understanding the role of a 

supervisor- which is best defined as the person responsible to “get out the production” and 2- they have no experience or training in 

dealing with subordinates...they have always been the subordinate. We don‟t want the new Supervisor to parrot the experiences they 

have had in this role, because it may not be positive. Fortunately both of these gaps can be fairly easily addressed. Many community 

colleges offer a „Supervision 101‟course. This is a generic course for new Supervisors that focuses on the role of a supervisor, 

motivation, the hierarchy of needs etc.  

 

Consistency Is Key 

 

Consistency is critically important. If a leader is seen or perceived to be inconsistent in their decision making, their charges will 

quickly lose respect for the leader and discontent will grow. Over time discontent can evolve into insubordination and even open 

hostility. So how can we make our Team Leaders more consistent? Certainly there are no shortage of books on leadership and courses 

and workshops that they could take. Arguably the most important step we as operators and managers of a center can take is to provide 

our team leaders with an operational management structure that makes it easy for them to operate under and which supports 

consistency and objectivity. As managers we can support all of managerial staff not just the new Supervisors by establishing objective 

measures of success such as CSAT by Team, FCR by Team, Average Sale per Team Agent per hour all of these measures allow for 

comparison between teams and therefore between their leaders.  

 

For every action or decision a Team Leader is considering making they need to ask themselves: why? What evidence supports this 

course of action? If the answer includes “I think” of “I feel” this is likely evidence of subjective decision making, this is dangerous 

because these are likely emotionally based decisions. Far superior to emotional or „gut‟ based decisions are those based on evidence or 

objective „proof‟. I would feel much more comfortable with a Team Leader answering the why questions as “because this agent has 

completed special projects before and on the most recent achieved 95% of the desired goal”. Objective decisions are defendable and 

they drive consistency in decision making which is essential for a leader to have the respect of their subordinates. 

 

Ask Don’t Tell 

 

You can get far better results asking about a decision rather than telling someone how, what they did was wrong. This is a tenant of 

management, but is often forgotten by managers and especially true when dealing with new or inexperienced supervisors. Try to 

understand the thought process employed. Don‟t focus on the „bad‟ decision...if it was a bad decision everyone already knows this. 

Instead try to get to the motivation and thinking that caused them to think this might be a good idea. It is not the decision in and of 

itself that is dangerous, what is dangerous is not addressing the thinking, logic or missing knowledge that led to the decision. This can 

do serious damage if left unchecked. The objective here is not to dwell on what a bad or stupid decision it was, rather to provide 

guidance on how to make better decisions in the future. I have had a sign in my office for many years to remind me of this important 

learning process. The sign reads, “Always Make New Mistakes”.  

 

While there are good decisions and bad decisions, of special concern is where a decision is required and none is made. Either through 

delay, passing off to someone else or just avoiding the whole mess. These are sins of omission rather than sins of commission. Bad 

decisions at least show initiative. Avoidance or lack of decisions shows that either the responsibility is misplaced or the levels of 

authority are not clear.  

 

A Leader Versus A Tyrant 

 

It is said the best possible form of government is that of a benevolent dictator. But in the west the vast majority would prefer a leader 
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to a dictator, benevolent or not. Perhaps this is a reflection of the democratic governments in place there. In business we do not get a 

choice as to who runs or governs us, business is not a democracy; it is actually far closer to a dictatorship. We need to keep this in 

mind when we appoint or hire Supervisors or other leadership roles within our contact center. Anyone in management and this can 

include supervisors can speak with the authority of the company behind them. Some Managers and Supervisors enjoy the power and 

can leave their staff wondering about decisions that have just been announced. One of our recurring themes as we look to reduce 

attrition, keep and engage staff is the need for transparency. While a Supervisor or leader doesn`t need to explain their decisions to 

their subordinates, they should be able to, and unless there is a compelling reason not to share the rationale and decision making 

process with them, I would suggest that they do so. An individual who understands the reasoning and thinking behind a decision is far 

less likely to take objection, than someone who feels a unilateral decision was somehow arrived at.  

 

A Leader 

 

In my experience one of the best guidance for being an effective manager is found in the quote below. 

 

"To lead people, walk beside them ... As for the best leaders, the people do not notice their existence. The next best, the people honor 

and praise. The next, the people fear; and the next, the people hate ... When the best leader's work is done the people say, 'We did it 

ourselves!”— Lao-Tsu 

The best leaders let others lead and stand in the background surfacing periodically when a shift or course correction is required. These 

are the type of leaders you need your frontline supervisors and team leaders need to be for they and the center to be effective. 

 

Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  
 

 

Management Demands Meets Demand Management 
By John Cockerill and Colin Taylor 

 

For many corporations now is the start of the budget and planning season. For people charged with developing budgets for the 

customer service or contact centers these are challenging times. Line management is often put in “no win” positions with various 

demands for: cuts to budgets, increased “targets” and “goals”, pressure to reduce costs and or cuts to the headcount plus the gratuitous 

admonishments to do better with less. Many managers know instinctively that “across the board” cuts hurt in both the short and long 

term. You can no more “cut” yourself to profitability, than you can improve service by not answering the phone. The challenge for 

most line managers is how to approach these topics without getting to the “because I said so!” point. 

 

Here is one that approach that has served many managers well. Believe that all in the contact center is about balance, lightness and 

flexibility. Yes take deep breathes, slowly exhaling, shift into the downward dog, yes, the Yoga approach can be relaxing. At least 

now you are calm, but unfortunately you haven‟t solved any problems. 

 

We know that call and contact centers are about constant change. The same is true with budgets and trying to manage through cuts.  

Let‟s be frank here, there are situations where there is no room to maneuver with a hard mandate coming down from „on high‟ that 

says “Cut, cut, cut!” and 10 - 30% of the headcount is gone. For these cases little can be done.  Fighting such an edict can simply offer 

just one more potential candidate for the pink notice pile. For the rest of the cases there is often some leeway where how the goal is 

achieved is more open and a little more creative thinking is required. 

 

Being freed of an „edict‟ we can look at the situation from a number of creative points of view. First ensure that there is a  forecast of 

the contact demand for contact center services and one that is signed off and agreed to by senior management. Hopefully this was 

completed before going into the budget cycle. This creates a „baseline that is understood and hopefully accepted by all involved in the 

budgeting process. This forecast should be grounded in reality and is more than marketing‟s usual wishfully thinking about what they 

would like to achieve or the “goal” for the new campaign. With the baseline forecast in place changes and variations can be 

considered including: marketing, technology changes; new products and services; and of course policies and practices. By examining 

the baseline forecast and adjusting based upon known and expected events, campaigns and occurrences. 

 

The resulting demand forecast should enable management to see 18 months into the future regarding call and contact volumes with 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
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clarity. This forecast can then be divided into monthly, weekly, hourly parts to adjust for season and campaign effects. With these 

numbers for the demand by hour or part thereof (day-parts) it is just a short step to calculate the number of people or man hours 

required to complete the work. The total hours can then be aggregated by period to determine the full time equivalents or FTE‟s are 

required to do the work. 

 

Now in that last paragraph that “short step” is of course the calculations that are well known in contact centers for handling: a given 

number of calls/contacts (Volume) of a given length (AHT and Average Handle Time) with a standard of service performance 

(Service Level). For example, if the standard of service (Service Level)  is that 80% of calls must be answered in 20 seconds and the 

call length (AHT) is 180 seconds (3 min) with a 30 second `wrap` after each call (total handling time 240 seconds), and the load 

(Volume) for a given hour is 1000 calls then 67 agents are needed. For comparison if the same stats hold but the load was only 100 per 

hour the number of agents is 7. 

 

This exercise can then be extended to other work types that are not `live„ and are therefore delay-able demand; such as email, web chat 

and even white mail (correspondence). To the resultant calculation add the overhead requirements for staff turnover, training, quality 

assurance, meeting, coaching. 

 

With the above completed the center management has to sign off on the anticipated or forecasted load or demand and has an accurate 

idea of what it takes, in terms of resources to complete that expected work at the desired service performance levels employing the  

systems and practices in place in the center today.   

 

This is the point where flexibility and creative thinking enter into the process. What can be changed, moved, adapted and even 

dropped in order to meet the demands of senior management for the savings or improvements asked for? 

Some ideas for consideration: 

1. What call or work types could be avoided all together?  Are there information request calls that could be avoided by 

providing more information on the website or through more frequent customer updates? In one instance a charity issued 

thank you notes by email following each donation, and included in each a brief summary of donations year to date and a 

mentioned that tax receipts would be issued the 3
rd

 week of January in time for tax time. This reduced the overall requests 

which keep asking when the tax receipts would be issued. 

2. What call or work types could be handled using a less expensive channel? For example could some of the calls be handled 

through self-service on the website or through an informational IVR? Can live voice calls be shifted to chat or email? 

3. What changes to practices and policies could be made that would reduce the call or work times? One firm realized that it‟s 

staff authority matrix was so tight that front line staff could not authorize a $40 refund even though none had been rejected in 

the past 3 years. Changing the front line authorization levels to 85% of the range of refunds processed reduced the overall 

work, and increased customer satisfaction immediately. As a side note the number of refunds went down in this case, because 

agent felt they were trusted and handling the company‟s money. They became more careful about where and how they gave 

money away. 

4. What would the effects of shifting the work to different periods have on the required work force? Many organizations are 

caught with limited staff, space and equipment. If work space is shared across different shifts, then work like email, white 

mail processing can be done in hours outside the usual call handling times. 

5. What modification in communications would change or reduce the demand and load of calls or work? A better description 

online or in catalogue can go a long way to eliminate calls. One client consistently received calls asking how tall a medium 

heel was. Citing the height or providing an image that would relative size would eliminate most of these calls. 

These questions should be asked all the time, but at budget time they become much more important to ask. A budget cut of any kind 

helps focus everyone`s attention on potential answers that may have been unacceptable without the threat of staff, service or other 

reductions. 

 

The other side of this discussion is what is the value of the center(s) and the services those people deliver? With the cost to hire and 

train new staff exceeding $8,000 per agent now in most centers, increased turnover is often hidden from senior management who only 

see the headcount and the absolute salary numbers. Surface these underlying numbers. Challenge the current ways of doing things that 

might reduce turnover, improve staff retention and/or performance. Demonstrate how cutting staff will actually increase turnover and 

the costs? 

 

Discuss what and how reducing service staff affects customer perceptions, value of brand and show how reducing service levels 

increases costs. This last point is counter intuitive for many people, including managers not familiar with customer service math. A 

reduction in call service standard (the 80% of calls answered in 20 seconds) can mean that calls pile up in queue, take longer to be 

answered, which increases telecommunications (long distance) costs and call length because callers want express their dissatisfaction 
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with the degraded service level, by taking longer to complain about the service and how long they have been holding.  

The example presented in pervious newsletter, showed the before and after impact for a major publisher. The calls before with bad 

service and high abandon calls cost 140% more to serve. Good service reduced calls, by solving the calls the first time, and call length 

by answering promptly. 

 

Regardless of the demand volume and the demands of management, every manager has choices and can make; changes that minimize 

the damage done to the center staff, the brand, its customers. It takes foresight, planning and frank discussion with a range of 

alternatives and consequences that everyone in the decision can see, understand and weight the options. It all begins with the demand 

from customers and the demands from the business. 

 

Let us know what you think of this article, please visit www.thetaylorreachgroup.com or send us an email at 

info@thetaylorreachgroup.com.  

Inside TRG
 

TRG attending Call Center Week 

Colin and John will be attending Call Center in Las Vegas at Caesar‟s Palace June 14 to 18
th

 if you are interested in meeting or getting 

together during the conference just drop John or Colin an email. 

 

 

TRG Grows Again- Industry Veteran Turaj Seyrafiaan joins the Toronto Office 

Toronto- Mr. Colin Taylor, The Chairman and CEO of The Taylor Reach Group, Inc. today announced that Turaj Seyrafiaan has joined the 

firm effective immediately. 

Turaj began his career with Bell Canada in 1989, progressing through a number of project management, benchmarking and consulting 

roles. In 1997 he established The Pearl Advisory Group and over the next thirteen years built a successful call center consulting practice. 

In joining The Taylor Reach Group, Inc. Turaj increases the range, scope and breadth of service he can offer to new and current clients 

including: Contact Center Strategic & Operational Planning, Audits, Performance and Process Improvement, Organizational Design, 

Outsourcing Management, Technology Acquisition, Site Selection, and Best Practices & Benchmarking operating efficiency and 

effectiveness. 

“Turaj has built a reputation for high quality, insightful call center consulting services and is acknowledged as one of the leading contact 

center practitioners and consultants. We are honored to have Turaj joining the Taylor Reach team”, said Taylor. 

“What attracted me to The Taylor Reach Group, was their business model and their passion for helping clients achieve success. I am 

excited about working with such a committed and talented group of people, and realizing the potential of our working together” said Turaj 

regarding this agreement. 

Turaj brings additional experience and knowledge to the call center consulting firm that has been growing at a rapid rate. A key to the 

company‟s‟ continued growth according to Mr. Taylor is “offering strategic and tactical consulting based upon years of proven experience, 

that delivers superior and breakthrough results for our clients. We only partner with recognized experts, like Turaj, because our clients 

expect nothing less. Our staff‟s in-depth knowledge, proven results and all together more than 250 years of call center operational 

management experience resonates well with our customers, and in turn delivers superior results to our shareholders. Turaj‟s years of 

experience, successful track record and the quality of work he completes fits very well with the Taylor Reach model”. In fact TRG is so 

confident in their capabilities that they back their work with an ROI guarantee. Says Taylor, “When we make a recommendation and our 

clients ask us to implement it, we guarantee a 300% Return on Investment. In more than four years offering this guarantee, we have yet to 

pay for not meeting or exceeding this goal.” “TRG recently signed new agreements with clients in the environmental, energy, retail and 

service industries”, Taylor said. 

 

About The Taylor Reach Group, Inc. 

With three offices in North America and one in Australia, The Taylor Reach Group, Inc. (TRG) is one of the leading mid sized Call Center 

consulting and Customer Service consulting firms. This award winning company founded in 2003 by Colin Taylor today boasts a stable of 

Fortune 1000 companies. The consulting staff at TRG each possesses more than 20 years of Call/Contact Center, Customer Service and 

Customer Satisfaction experience in delivering effective and significant benefits from Operational Innovation. 

For more information about The Taylor Reach Group, Inc. visit http://thetaylorreachgroup.com or phone Colin Taylor at 1 877-979-8692 

ext 200 

http://www.thetaylorreachgroup.com/
mailto:info@thetaylorreachgroup.com.
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TRG Sponsoring ContactBabel the US Contact Center Decision-Maker's Guide 

The US Contact Center Decision-Maker's Guide, the major, primary research-driven report about the US's contact center industry is to be 

published this fall. TRG is pleased to once again be a sponsor of this high quality report, “This is likely the highest quality report available 

to most call and contact center operators on the US contact center market”, said TRG CEO Colin Taylor. 

 

Drawing upon years of primary research and analysis, ContactBabel has identified contact centers' seven greatest business concerns: 
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 Improving Quality and Performance 

 Maximizing Efficiency and Agent Optimization 

 New Media and the Customer of the Future 

 Increasing Profitability 

 Choosing a Location 

 HR Management and Improvement 

 Choosing a Strategic Direction 

 

This 250 page report will be available in Q4, 2010. If you are interested in receiving a copy please contact Colin Taylor or John Cockerill. 

 

 

 

Contact Numbers for TRG 

With our move to our new location (55 Nugget Ave, Suite 217, Toronto ON M1S 3L1), we have upgraded our telephone system. Our new 

hosted pbx provides seamless call management for all consultants regardless of their location. So if you need to contact one of the Taylor 

Reach team you can call them on our toll free number 877-979-8692 and enter their extension number. If you are looking for assistance or 

would simply like to discuss what we could do to assist you with your contact center here is the list of our senior consultants and their 

extensions; 

 

Colin Taylor -   Toronto  ext- 200 

John Cockerill -   Toronto  ext- 201 

Turaj Seyrafiaan -  Toronto  ext- 211 

JD Fairweather-  Atlanta  ext- 204 

Gloria Kurant-  New York ext- 206 

 

6
th

 Annual Call Center Conference and Expo in Istanbul 

Colin Taylor will be speaking at the upcoming 6
th

 Annual Call Center Conference and Expo in Istanbul, Turkey, Oct 25
th

 and 26
th

. Colin 

will be speaking on Strategy and specifically on “Customer Roadmap, Customer Experience and Customer Satisfaction: Planning the 

Journey and Executing the Plan. For more information on the conference click on the following link 

http://www.istanbulcallcenterexpo.com/index.php?page=index&lang=eng  

 

Case Study 
In this regular column we review the successes that TRG is part of.  

 

Assisted a Major bank to review its' Customer Interaction processes and identified more than $5 

million dollars of operational efficiencies 

 

The Challenge: 

A national network of call centers, significant staff turnover, unhappy customers, uncertainty regarding the benefits of outsourcing and 

challenges associated with delivering the value they sought from their call center channel. These were some of the challenges facing one of 

the largest financial institutions in Australia when they began speaking to Colin Taylor.  

 

The Process: 

Colin and his team of consultants began at the beginning, a Strategic Assessment a full end-to-end review of each of the 'moving-parts' 

within the call center infrastructure. The sweeping engagement assessed the people in the call centers, their skills and competencies, the 

processes, procedures, operational methodologies, technologies, quality and service practices and business objectives. With a number of 

centers and thousands of agents this was a significant exercise in terms of scope.  

 

The Solution: 

The bank employed state of the art, best of breed technologies and had invested heavily in self-service and workforce management 

solutions. Their operational methodology was based on a very successful internationally accepted model…so what was the problem?  

http://www.istanbulcallcenterexpo.com/index.php?page=index&lang=eng
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There were fundamental gaps in the process maps and invalid assumptions being employed in defining the objectives and means to 

attaining these objectives.  

By vetting and re-engineering the process maps, procedures and operational methodology we ensured that the objectives of the 

organization could be met. In the process we streamlined the use and application of the existing technology and implemented a limited 

outsource relationship, both of which improved efficiency and reduced expense.  

 

The Result: 

The bank improved its customer satisfaction, reduced turnover and leveraged enhanced benefits from their technology investments. In 

addition they established an outsource relationship that allowed them better control on the call patterns arriving in their captive centers 

which improved the center performance, as well as employee morale. The re-engineering process improvement, leveraged technology and 

outsource combined to total more than $5,000,000 in annual operational cost savings!    

Testimonials 
“Colin's years of Call Center experience have resulted in him becoming one of the premier experts in this field. He has helped countless 

companies improve their Call Centre and Customer Service processes, and his monthly Newsletter provides valuable information and 

advice for all of those who are lucky enough to subscribe. In one place, you can find industry happenings, statistics, advice on 

problems/questions, case study information and much more. It's invaluable, and an easy on-line read, which makes it even more valuable 

in my view. I would recommend contacting Colin if you find that you are having problems providing the service you want in your call 

centre. Although his business is recommending and providing call centre solutions, he will not hesitate to be honest with you and tell you 

that with a few changes, you can manage everything on your own. This is an honesty that I value highly.”  

Senior Customer Service Executive, Readers Digest Asia 

 

“Colin is one of the leaders in the Contact Center industry. He really understands the key drivers of this business. He always showed me a 

better way to understand each side of this very complex business. He really helped me to develop my knowledge and view of Contact 

Centers.”  

EDS 

 

“Colin's vision, direction and management style was motivational and inspiring as he grew the business. Working along with him on many 

new and exciting ventures I admired his ability to build strong relationships with customers and suppliers, his strategic and visionary 

thinking, business savvy, and his supportive nature for his employees.” 

Customer Care Manager, BMO 

 

“John was retained by Advantex to lead a prototyping effort to outsource the sales cycle of a new business concept. John and his team 

worked diligently on this Proof of Concept, proving that business could be sold over the phone; this was an important step forward for 

Advantex, in terms of validating the opportunity to decrease the cost of sales, as well as confirming that it was a viable alternative to feet 

on the street. John took a complex offering, which worked in person, and broke it down to a workable over-the-phone pitch. John was a 

pleasure to work with every step of the way on this POC.” 

VP Advantex 
 

“Colin's depth of knowledge greatly enhanced the results. His recommendations made good business sense, and created a good outcome 

for the company and the employees. I trusted the research and the deliverable he and his company provided in a timely manner.” 

Customer Service Executive, Rodale  

 

“Colin understands the complex service requirements needed to support large multi-channel companies and he is able to articulate those 

needs to a range of audiences. Once the needs are defined, Colin has the ability to create a roadmap and structure for a given project, 

communicate the plan effectively, and deliver the desired results within the defined timelines. Colin is a creative thinker and has deep 

industry knowledge that would make him an asset to any company that engages in his services.” 

Senior Contact Center Executive, Best Buy 

 

“John is a true pleasure to work with. A leader in every sense of the word. John has the ability to motivate, guide, and instill confidence - 

All within a 3-4 minute phone call. You can always depend on John to give a swift and direct cure to any dilemma you may get stuck in.” 

Outsource Service Provider 
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Customer Reach® is published 10 times per year by The Taylor Reach Group, Inc. Customer Reach® may not be reproduced without 

permission. 

Subscription requests can be directed to info@thetaylorreachgroup.com or to;  

Customer Reach 

55 Nugget Ave, 

Suite 217, 

Toronto  ON 

M1S 3L1 

Phone - 416-979-8692  

Fax     - 416-412-1171 

The Taylor Reach Group, Inc. provides Strategic and Operational customer interaction consulting services that deliver Operational 

Innovation breakthroughs in Contact Center operations. Download our corporate brochure at 

http://thetaylorreachgroup.com/pdf/taylor_reach_group_corporate_brochure.pdf  

Award winning service and more than 200 years of industry experience serving ‘Fortune 1000’ companies. Extensive North American 

and International experience with both captive (in-house), remote agent and outsource centers. More than 14,000 agent desktops 

worldwide employ TRG designed operational business models. 

Delivering Operational Innovation to your Contact Center 

 Contact Center Consulting,  

 Customer Satisfaction Consulting,  

 Contact Center Technologies,  

 KPI and Best Practices, 

 Contact Center Performance Assessments, 

 Commissioned Research,

Quality Monitoring & Assurance, 

 Outsourcing/Off-shoring Assessments, 

 Total Cost of Ownership Assessments, 

  Service to Sales Migrations,  

 RFP and RFI Development and Management 

 Site Location Selection, Analysis and Research 

 

Award winning service...Reach Beyond!  

Phone or email John Cockerill, President today at 877-979-8692 ext. 201 

By email at  jcockerill@thetaylorreachgroup.com  

Phone or email Colin Taylor, Founder & CEO today at 877-979-8692 ext. 200 

By email at  ctaylor@thetaylorreachgroup.com  

 

Offices in Toronto, New York, Atlanta & Australia 

TRG are proud members of: 

     

The Taylor Reach Group, Inc. 

E-mail:  info@thetaylorreachgroup.com 

www.thetaylorreachgroup.com      
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